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ABSTRACT 
 
 
As a Muslim, it is compulsory to find halal food. This is because food is the main 
sources for spiritual and physical formation as a human.  Thus products or foods that 
are produced in line with halal prescriptions are readily acceptable by Muslim 
consumers as well as consumers from other religions. For a Muslim consumer, halal 
foods and drinks means that the products have met the requirements laid down by the 
Syariah law whereas for a non-Muslim consumer, it represents the symbol of hygiene, 
quality and safety product when produced strictly under the Malaysian Standard of 
Halal Food (MS1500:2009). To ensure the food is halal and meet the standard made 
by Jakim, there are several factors that need to be emphasized. The study was carried 
out at cafeteria’s operators at UUM Sintok. There are three factors that are believed to 
influences the standard of halal food in UUM, which are trustworthiness (Status Halal), 
food safety and personal and societal behaviour. This study is a quantitative research 
by using a questionnaire that involves the study sample consisted of 103 respondents. 
The methodology used in this research is statistical analysis descriptive and inferential 
that involves the use of frequencies and percentages for analysing the demographics 
of respondents, independent t-test samples, the test of one-way ANOVA, Pearson 
correlation analysis and multiple regression analysis. Overall, the findings based on 
the analysis of Multiple regression analysis test found that food safety and 
trustworthiness (Halal Status) are the most influences that effect the MS1500:2009. 
 
Key word: Halal Food, Halal Food Standard (MS1500:2009), Trustworthiness 
(Halal Status), Food safety, Personal and Societal Behaviour  
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ABSTRAK 
 
Sebagai seorang islam, mencari sumber makanan yang halal sangat dituntut dalam 
islam.  Hal ini kerana makanan merupakan sumber utama pembentukkan rohani dan 
jasmani seseorang manusia itu. Oleh itu produk atau makanan yang dihasilkan sejajar 
dengan preskripsi halal sedia diterima oleh pengguna Islam dan juga pengguna 
daripada agama-agama lain. Bagi pengguna Muslim, makanan dan minuman yang 
halal bermakna bahawa produk tersebut telah memenuhi keperluan yang ditetapkan 
oleh undang-undang Syariah manakala bagi pengguna yang bukan Islam, ia mewakili 
simbol kebersihan, kualiti dan keselamatan produk apabila dihasilkan sepenuhnya di 
bawah jaminan Standard Malaysia Makanan Halal (MS1500:2009. Untuk memastikan 
makanan itu halal dan memenuhi piawaan yang telah ditetapkan oleh pihak Jakim, 
terdapat beberapa faktor yang perlu diberi penekanan. Kajian ini telah dijalankan 
keatas pengusaha kafeteria di UUM. Terdapat tiga faktor yang dipercayai 
mempengaruhi standard makanan halal di UUM, antaranya amanah (Status Halal), 
keselamatan makanan dan tingkah laku peribadi dan masyarakat. Kajian ini 
merupakan kajian jenis kuantitatif dengan menggunakan soal selidik yang melibatkan 
sampel kajian terdiri daripada 103 responden. Metodologi kajian yang digunakan 
dalam kajian ini adalah kaedah analisis statistik deskriptif dan inferensi yang 
melibatkan penggunaan kekerapan dan peratusan bagi menganalisis demografi 
responden, ujian sampel t-bebas, ujian hubungan satu hala ANOVA, analisis kolerasi 
Pearson dan analisis regrasi berganda. Keseluruhan hasil dapatan kajian berdasarkan 
analisis ujian Analisi Regresi Linear Berganda mendapati keselamatan makanan dan 
amanah (Status Halal) telah mempengaruhi Standard Malaysia Makanan Halal 
(MS1500:2009). 
 
Kata kunci: Makanan Halal, MS1500:2009, Amanah (Status Halal), Keselamatan 
Makanan, Tingkah laku Peribadi dan Masyarakat  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
v 
 
 
ACKNOWLEDGEMENT 
 
“In the name of Allah The Most Gracious and The Most Merciful”   
 
 
First and foremost, I would like to extend my gratitude to Allah S.W.T for providing 
me the strength and spirit to be able to motivate me and give me all the good of health 
to complete this study.   
 
Secondly, special thanks to my beloved father and mother, Ahmad bin Abdullah and 
Buni binti Safar who never stop praying for my success and also to my family members 
as well for their support, understanding, and patience throughout my study. 
 
Thirdly, my undivided appreciation goes to my supervisor, Dr. Mohd Shahril Ahmad 
Razimi whose guidance, patience, continuous support, constructive comments and his 
careful reading and direction, has therefore enabled me gain valuable skills and enrich 
my knowledge as to complete this project paper.   
 
I also wish to thanks to all my friends that in many ways have encouraged and support 
me in completing this research. Their constructive critiques and opinion has somewhat 
reflected in this completion of the project paper.    
 
Finally, I wish to thank all individuals and institutions that have directly or indirectly 
contributed toward the completion of my Master dissertation.   
May Allah ease everything that you do.    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
vi 
 
 
 
TABLE OF CONTENTS 
 
                                                                             
PERMISSION TO USE ii 
ABSTRACT iii 
ABSTRAK iv 
ACKNOWLEDGEMENT v 
TABLE OF CONTENTS vi 
LIST OF TABLES x 
LIST OF FIGURES xi 
LIST OF ABBREVIATIONS xii 
 
CHAPTER 1 INTRODUCTION 1 
 
1.1 Introduction 1 
1.2 Problem Statement 4 
1.3 Research Objectives 7 
1.4 Research Questions 8 
1.5 Significance of the Study 8 
1.5.1 To the Cafeteria’s Operators 8 
1.5.2  To the Customers 9 
1.5.3 To the Future Researchers 9 
1.6 Scope of the Study 9 
1.7  Definition of Key Term 10 
1.8  Organization of the Thesis 11 
 
CHAPTER 2 LITERATURE REVIEW 13 
 
2.1 Introduction 13 
2.2 Background of the university 13 
2.3 Islamic Food Practices 14 
vii 
 
2.3.1 The Halal Slaughter 15 
2.3.2 Storage, Display and Preparation 16 
2.3.3 Hygiene and Sanitation 17 
2.4 Halal Food Standard Practices (MS1500:2009) 18 
2.4.1 Quality in Islam 18 
2.4.2 MS1500:2009 20 
2.4.3 Relationship between Halal, Hygienic and Safety Food 23 
2.5  Trustworthiness (Halal Status) 24 
2.5.1 The Concept of Halal 24 
2.5.2 Concept of Halal in the Quran and Sunnah 25 
2.5.3 Halal Foods or Products in Hadith 27 
2.5.4 Halal Certification 29 
2.5.5 Halal Logo 30 
2.6 Food Safety 32 
2.6.1 Food safety’ Knowledge 33 
2.6.2 Personal Hygiene 34 
2.6.3 Food Hygiene and safety 35 
2.6.4 Environmental Sanitation 36 
2.6.5 Food storage and Temperature 37 
2.7 Personal and Societal behaviour 37 
2.7.1 Religion and religiosity 38 
2.7.2 Attitude 40 
2.7.3 Behaviour 41 
 
CHAPTER 3 METHODOLOGY 43 
 
3.1 Introduction 43 
3.2  Research Framework 43 
3.3  Hypothesis 45 
3.4 Research Design 46 
3.4.1  Purpose of the study 46 
3.4.2  Types of Investigation 46 
3.4.3  Extent of Researcher Interference 46 
3.4.4  Study Setting 47 
viii 
 
3.4.5  Unit of Analysis 47 
3.4.6  Time Horizon 47 
3.5 Measurement and Instruments 47 
3.5.1  Demographic Segmentation 49 
3.5.2  Halal Food Standard Practices 49 
3.5.3  Trustworthiness (Halal Status) 49 
3.5.4  Food Safety 50 
3.5.5  Personal and Societal Behaviour 50 
3.6  Population and Sampling 50 
3.6.1 Target Population 50 
3.6.2  Sampling Procedure 52 
3.7 Data Collection Procedures 53 
3.7.1  Primary Data 53 
3.7.2  Secondary Data 53 
3.8 Data Analysis Technique 54 
3.9 Pilot Study 54 
3.10 Reliability Test 55 
3.11  Validity Test 55 
3.12  Data Screening 56 
3.12.1 Multivariate Outliers Test 56 
3.12.2  Normality Test 56 
3.13 Inferential Analysis 56 
3.13.1  T- test Analysis 57 
3.13.2 ANOVA-One -Way Analysis 57 
3.13.3 Pearson’s Correlation Analysis 57 
3.13.4 Multiple Regression Analysis 59 
3.14  Summary of Test on Hypotheses 59 
3.15  Conclusion 61 
 
CHAPTER 4 RESULTS AND FINDINGS 62 
 
4.1 Introduction 62 
4.2 Survey Responses 62 
4.3  Data Screening 63 
ix 
 
4.3.1 Missing Value 63 
4.3.2 Multivariate Outliers Test 63 
4.3.3 Normality Test 64 
4.4 Pilot Study 67 
4.5 Descriptive Analysis 67 
4.5.1  Respondents Demographic Information 68 
4.6 Inferential Analysis 69 
4.6.1 T-Test 69 
4.6.2 ANOVA-One-Way 70 
4.6.3 Pearson’s Correlation Analysis 70 
4.6.4 Multiple Regression 73 
4.7  Hypothesis Testing 75 
4.8 Conclusion 78 
 
CHAPTER 5 DISCUSSION, RECOMMENDATION AND CONCLUSION 79 
 
5.1  Introduction 79 
5.2  Discussion of the findings 79 
5.3 Objectives Achievement 81 
5.3.1 Objective 1: To explore determinant factors that influence halal     
food standard practices (MS1500:2009). 81 
5.3.2 Objectives 2: To investigate the relationship between factors and  
halal food standard practices (MS1500:2009). 82 
5.3.3 Objective 3: To identify the most influences factors of halal food  
standard practices (MS1500:2009) in cafeteria operator at UUM. 83 
5.4 Suggestion for Future Study 85 
5.5 Recommendations 86 
5.6 Research Implications 87 
5.7 Limitation of the Study 88 
5.8 Conclusion 89 
 
REFERRENCES                                 91 
 
APPENDICES                    106 
APPENDIX A:  Questionnaire                  106 
APPENDIX B:  Technique for slaughtering animals               115 
x 
 
LIST OF TABLES 
 
 
Table 2.1: The Scope and Halal Processing MS1500:2009. 22 
Table 3.1: Rating Scales for Variables 48 
Table 3.2: Distribution of Variables and Measurement. 48 
Table 3.3: List of Cafeterias at UUM. 51 
Table 3.4: Interpretation of strength of Correlation Coefficient. 58 
Table 3.5: Statistical Analysis. 60 
Table 4.1:  Mahalanobis Distance 64 
Table 4.2: The Cronbach Alpha for Pilot Test. 67 
Table 4.3: Respondent Demographic Characteristic 68 
Table 4.4: T-Test for Differences in Gender Towards MS1500:2009. 69 
Table 4.5: ANOVA-One-Way for Differences in Age Towards MS1500:2009. 70 
Table 4.6: Relationship of Correlation. 71 
Table 4.7: Result of Pearson's Correlation Analysis(n=103). 71 
Table 4.8: Multiple Regression Analysis Result. 74 
Table 4.9: Summary of Hypotheses Testing 75 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xi 
 
 
LIST OF FIGURES 
 
 
 
Figure 2.1: The Meaning of Halal and Dimension Covered by MS1500:2009. 21 
Figure 2.2: Halal Logo 31 
Figure 3.1: Research Framework 44 
Figure 4.1: Normally Distribution for Dependent Variable (DV). 65 
Figure 4.2: Normally Distribution for Trustworthiness (Halal Status) (IV). 65 
Figure 4.3: Normally Distribution for Food Safety (IV). 66 
Figure 4.4: Normality Distribution for Personal Social Behaviour(IV). 66 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xii 
 
 
LIST OF ABBREVIATIONS 
 
 
 
HACCP   Hazard Analysis, Critical control Points 
ISO    International Organisation for Standardisation 
GHP   Good Hygiene Practices 
GMP   Good Manufacturing Practice 
MS1500:2009 Malaysian Standard for Halal Food-Production, Preparation, 
and Storage 
NRAEF National Restaurant Association Educational Foundation 
QA  Quality Assurance 
QMS Quality Management System 
UUM    Universiti Utara Malaysia  
SPSS    Statistical Package for Social Science 
 
 
 
1 
 
CHAPTER 1  
INTRODUCTION 
1.1 Introduction  
 
This is a study on the relationship between determinant factors of MS15002009: 
trustworthiness (Halal status), food safety at personal and societal behaviour at 
cafeteria’s operators in UUM. It is intended to examine which factor or component 
will have an impact on the standard of MS1500:2009. 
 
All Muslims must ensure that whatever they eat, practice and buying are compliant to 
syariah because it gives them a sense of safety. Therefore, the industry in halal food 
is very important to Muslims around the world. The halal industry also gives many 
contributions to the growth of the economic and also to the development of society. 
The halal concept refers to the way of manufacturing goods and services that are 
accordance to the Islamic law or syariah. Therefore, the halal food industry is very 
important for Muslims in order for them to ensure that the foods they eat every day are 
compliant with syariah. 
 
Halal is a unique Islamic concept. Based from Shafie and Othman (2006), the concept 
of halal is not just for food only but also an integral to the Islamic way of life. Besides 
that, the Islamic rules and manners also reflect the Islamic ideas and values by 
overseeing the individual Muslims (Al-Harran and Low, 2008). According to Chang 
(2006), the certification of halal as a benchmark for quality, hygiene, and safety. 
Moreover, it also follows the Syariah (Islamic law). 
The contents of 
the thesis is for 
internal user 
only 
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